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 I
摘 要 
品类策略由“定位之父”艾尔•里斯和女儿劳拉•里斯于 2004 年提出，主张
企业在打造品牌的过程中，跳出原有的思维定势，站在品类的角度去思考品牌的
建立，主要观点包括：开创新品类、成为品类第一、打造强势品牌等，引起了国
外众多学者和业界人士的关注。近几年中国营销界也兴起了研究品类策略的潮
流，相关文章和著述不断增加，市场中出现了专门帮助企业运用品类策略打造品
牌的机构，如里斯伙伴（中国）营销战略咨询公司，特劳特（中国）战略定位咨
询公司，品类营销机构等。但是对于品类策略的争议也从未停止，“营销闹剧”、
“品类泡泡”的质疑不绝于耳。本文抛开争议，基于认知心理学中有关概念形成、
类别化和知识表征的相关研究，以“原型”理论作为新视角，解读品类策略对于
企业打造品牌的重要战略意义。“原型”（Prototype）概念由 Eleanor Rosch
于 1973 年提出，认为成员在类别中的位置和典型性是不一样的，处于中心位置
的成员最具类别典型性，是该类别的“原型”。此后，众多学者又进行了其他相
关研究，形成了系统的“原型”理论。 
基于原型理论和品类策略，本文选择软饮料行业中成功开创“预防上火”品
类并创造百亿销售奇迹的的红罐王老吉，详细解读其品类构建过程，进而探析软
饮料行业的品类构建策略。软饮料行业是我国发展最快的行业之一，同时也是开
放性、市场化程度极高的行业，相较其他行业而言，其品类策略的应用和发展更
加成熟，通过对其品类构建策略的总结，可为其他行业的品类构建策略提供先行
经验。而王老吉作为软饮料行业中一个成功的品类开创者，更可为其他企业的品
牌打造提供经验。2003 年以前的王老吉只是一个偏居华南一隅的区域品牌，之
后短短几年时间内，王老吉一跃成长为销售额过百亿的“超级品牌”,这与其品
类构建策略是密不可分的。王老吉在品类构建方面有哪些新思路？这些新思路为
软饮料行业的品类构建提供了哪些启示？这都将是本研究所要回答的问题。 
 
关键词：原型理论  品类策略  消费者认知  软饮料行业  红罐王老吉 
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Abstract 
Category strategy was proposed by Al Ries who is deemed to be the Father of 
Positioning and his daughter Laura Ries at 2004, which asserted that the company 
should establish a strong brand at the perspective of its category, not the traditional 
domain. Its main opinions include creating a new category, being the first or leading 
brand of its category, being a strong brand etc, which attracted the attention of relative 
scholars and industry delegates. Over the last few years, it also has been a tide to 
study category strategy in China, with more and more relative articles and books 
published and professional companies appearing which help the enterprises to build a 
strong brand with category strategy, such as Ries& Partners (China) Ltd., Trout & 
Partners (China) Ltd., Pinlei Consulting Company. But there has been an controversy 
over it, such as "marketing farce", "hubble-bubble about category marketing". In this 
article, I will put these doubts aside, analyze the importance of category creating to 
brand building with a new perspective of Prototype Theory, which based on relative 
studies about concept formation, categorization and knowledge representation. The 
concept of Prototype was proposed by Eleanor Rosch in 1973, which contended that 
every member in the category got different position and typicality. The member who 
was located the central position was the most typical one to represent the whole 
category and called Prototype of the category. After that, more scholars carried on 
studies about Prototype. Based on these studies, the systematic theory about Prototype 
has been formed. 
Based on prototype theory and category strategy, this article take the 
WangLoKAT in red can as the example who created the sales miracle of 10 billion 
Yuan brand to create a successful category of "preventing the fire within the body". 
By the analysis of the process of category creating of WangLoKAT in red can, I will 
summarize the strategy of category creating in soft drink industry. Soft drink industry 
is one of the most developed industries with high openness and marketization, which 
have more category creating activities and get a more mature performance about 
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category creating. So it can provide more useful experiences about category creating 
to the other industries. As a successful category creating brand, the strategy of 
WangLoKAT would also provide experiences for the other brands. Before 2003, 
WangLoKAT was just a regional brand in South China region. Then within a few year, 
it has been a Super Brand with 10 billion sales. Its success can't separate from the 
category strategy. So do WangLoKAT has some new methods about category creating? 
And what revelations would these new method provide for category creating of soft 
drink industry? All of these questions would be answered in this article. 
 
Key words: Prototype Theory; category strategy; consumer perception; soft 
drink industry; WangLoKAT in red can
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第一章 绪论 
 1
第一章 绪论 
1.1 选题背景和研究意义 
1.1.1 选题背景 
在现代营销活动中，处于不同行业的不同企业虽然发展形态各异，但却都有
一个共同的目标：塑造具有强大有生命力的第一品牌，建立基业长青的百年老店。
正如吉姆·C·柯林斯和杰里·I·波勒斯在《基业长青》（Built To Last——Successful 
Habits Of Visionary Companies）中所描述的那样：“高瞻远瞩公司（visionary 
company）是所在行业中第一流的机构，是皇冠上的明珠，广受同行崇拜，对所
处的世界有着深远的影响”。同时作者也承认，“作为领导者，无论多有魅力、
多么高瞻远瞩，最后都会去世；所有高瞻远瞩的产品和服务——所有‘伟大的构
想’都会过时”[1]。 
的确如此，随着产品的升级和行业的发展，整个市场都可能过时和消失。如
随着数码摄影的兴起，摄影胶片品类的领导者柯达就为此市场的消亡而付出了惨
重的代价。在人们心目中，柯达曾是一个时代的象征，几乎成了胶卷和照片的代
名词。 
在传统影像行业里，柯达曾经占有全球 60％的市场[2]，但昔日的霸主也无法
扭转走向厄运的颓势。让我们来看以下几个数据：1999 年，英国的国际品牌集
团将柯达列为全球第 16 位最具价值的品牌，价值 148 亿美元[3]。2004 年，由美
国《商业周刊》和全球著名品牌咨询机构 Interbrand 联合评选的“2004 年全球品
牌价值 100 强”中，柯达的品牌价值从 2003 年地 78.3 亿美元下降到 2004 年的
52.3 亿美元，降幅达 33%，[4]成为品牌价值下降最快的品牌。2007 年，国际品
牌集团把柯达位列全球第 28，价值只有 39 亿美元。2008 年，国际品牌集团的排
行榜上，柯达已经榜上无名，在此 8 年中，柯达所在的传统摄影胶片市场已经萎
缩了 74%[5]70。2009 年，美国投资网站 24/7 Wall Street 将柯达列入“2010 年或将
消失的美国十大品牌”榜单。2010 年，柯达新增 6.26 亿美元商誉减值，全年净
亏损达到 5.95 亿美元[6]。在净利润额方面，由 20 世纪的最后七年（1994 年—2000
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